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Use the following case study to answer the questions given below.

LankaTees (Pvt) Ltd. is a Sri Lankan-based custom T-shirt printing company established in 2017
by Mr Lankanath Thenuwara who has been working with his father who was in the Garment field
all his life. The business caters to a growing demand for personalized and branded apparel across
the country. Combining screen printing, heat transfer, and direct-to-garment (DTG) technology,
LankaTees serves individuals, small businesses, schools, universities, and corporate clients. The
company has skilled in-house design team who help clients with artwork, giving a creative edge
over cheaper print-only competitors.

With a strong focus on affordability, design quality, and fast turnaround, LankaTees has built a
loyal customer base and grown into one of the most recognized names in the local custom apparel
market. Its factory and the shop are situated in Maharagama and by 2025, there are 12 staff
members working there with the owner, graphic designers, logistics staff, sales reps and
operational staff and printing machine staff. The local fashion and apparel sector is valued at over
LKR 150 billion, largely driven by exports. Demand for local custom T-shirt printing is rising
due to youth culture, university events, and corporate branding needs. Online awareness and
social media promotions have increased market penetration for local printing businesses.
However, LankaTees still uses Manual Order Processing and semi-automated machinery where
manual intervention is needed.

The target customers are Schools, University clubs and societies, Startups and SMEs, Tourist
souvenir shops (especially in Kandy, Ella, Galle), Religious and cultural event organizers (e.g.,
Vesak, Peraheras), etc. Delivery is done via PickMe Flash, and other in-house riders for Colombo
orders. There is difficulty importing inks and vinyl materials due to forex limitations and import
controls. LankaTees relies on few local suppliers and imports, making it vulnerable to forex and
supply chain disruptions. Many customers also seek the lowest price, making it hard to maintain
quality while remaining competitive. Training designers and screen-print operators takes time,
and skilled labor is often poached by larger companies.

LankaTees want to open new branches in major cities like Kandy, Kurunegala, and Galle to
capture regional markets. With steady year-on-year growth, LankaTees aims to become the
leading T-shirt printing brand in Sri Lanka. Its future plans include: Building a small-scale
automated production unit, becoming a supplier of merchandise to Sri Lankan influencers and
YouTubers, launching an export-friendly merch-on-demand platform targeting the Sri Lankan
diaspora (UK, Canada, Australia), etc. They want to offer a digital portal for corporate clients to
place bulk orders and reorders easily.

This company is hoping for a strategic expansion, digital transformation, and diversification (eco-
friendly, export) for growth in the market.

Carry out a Situational Analysis for the company “LankaTees” to identify their Strengths,
Weaknesses, Opportunities and Threats.

(10 Marks)



& Strengths
Strength Description
Experienced Founder with Mr. Lankanath Thenuwara has industry knowledge inherited
Industry Background from his father's garment business.

Offers customized artwork and design support—giving
LankaTees a creative edge over cheaper rivals.

Strong Local Brand Built loyalty through quality, affordability, and quick
Recognition turnaround 1n the Colombo region.

Skilled In-house Design Team

Serves schools, universities, SMEs, event organizers, and

Diverse Customer Base - ;
tourists, reducing dependency on one group.

Use of Multiple Printing Offers screen printing, heat transfer, and DTG, giving
Techniques flexibility based on order type and size.
. . Demonstrates a solid and scalable business model with
Year-on-Year Growth proven market demand.
X Weaknesses
=
Weakness Description
Manual Order Slows down workflow, increases error rate, and reduces ability to
Processing scale operations efficiently.
g:::;;;:rt;mated Limits speed and consistency, especially with growing order volumes.
Limited Geographical Operations currently centered in Maharagama/Colombo; lacks
Presence branches in key regional cities.
Supplier Dependency Vulnerable to supply chain disruptions due to reliance on few local

suppliers and forex-sensitive imports.

Slkalled labor (designers and print staff) are often poached by larger
companies.

Many customers prioritize low cost over guality, limiting pricing
power and margins.

Labor Retention Issues

Price-Sensitive Market

a Opportunities

Opportunity Description
Expansion to Regional Opening branches in Kandy, Kurunegala, and Galle can tap into
Cities under-served regional markets.

Introducing a digital order platform, CEM, or mobile app can
improve customer service and scalability.

Export Market & Diaspora Launching a merch-on-demand platform for the Sri Lankan
Demand diaspora (UK, Canada, Australia) presents new revenue streams.

Digital Transformation

Growing mterest 1n sustainable apparel can attract NGOs,

Eco-Friendly Product Line schools, and conscious vouth markets.

Corporate Portal for B2B A bulk-order platform can drive repeat purchases from

Clients companies and institutions.

Influencer and YouTuber Rising local creator economy presents a niche fulfillment service

Merchandising opportunity.

/N Threats
Threat Description
High Competition Many small and mid-size custom apparel companies competing on

price, especially i Colombo.
Import Restrictions & Difficulty importing raw materials like DTG ink and vinyl due to
Forex Issues Sr1 Lanka’s forex regulations.
Inflation, currency depreciation, and low consumer spending may

Economic Instability affect demand.

Older or semi-automated machines may limit output compared to

Technology Obsolescence fully automated competitors.

Changing Customer Demand for digital convenience (online orders, fast delivery,
Expectations mobile access) mav outpace current systems.
. Unstable electricity can disrupt production schedules, especially in
Power Interruptions ty Ptp - 5P - 3

peak seasons.
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Carry out Michael Porter’s Five Forces analysis on “LankaTees” in order to find out what forces
are working on the company and whether the forces are High, Moderate or Low. Justify your
answer.

(6 Marks)
ANSWER IN THIS BOX
Force Analysis II':“’“T
- Eniry into the T-shirt printing markst has low capital barriers.
- Access to basic machines and online selling makes it easy for new
1. Threat of |players to ertar. o
Mew - Hoveever, LankaTags has bailt brand recognifion, 3 skilled team, A —
Entranf= |and a loval client base over vears, which offars zome protection.
- Ilew entrants may strozale to match desizn qualinr and tomaround
zpead,
- LankaTeas iz dependent on a few local suppliers and imported
e miaterialy, especizlly for inks and vimvl
Bargaining |- Forex limitations and import controls in Sri Lanla further i
Power of |complicate materiz] procurement @ High
Suppliers |- Lack of diversifisd suppliers gives suppliers moderate fo hizh
power, especizlly daring shortazes or delays.
- Buyers have many choices locally and online (e g., Taes 1k, socizl
3 mediz zallers),
) .. |- hiamy costomers (likce schools or SAES) are extremely price-
Bargaining L )
Power of sensHive. . i @ Higk
- LankaTeas can dafend sorpewhiat through superior design, oustomer
Euoyer: . i
- service, and flexible ordering.
- But gemerally, uvers hold strong power to nesotiats or switch easily.
- Substinutes mclude: mass-produced apparel, dizital print zervices
from intemational websites, or ready-made event T-shirts from
4. Threat of |wholesalers. O
Substitutes |- For bull orders and custom designs, bowevear, substitates are less  |hoderate
affective.
- Il far simple or generic tees, altematives are cheap and shandant.
- The costom T-shint printing marliet is highly competitive,
particularly in Colombo and Western Province.
s - Dlary EI‘.'llE]ltl:I n:_ﬂ;nmenﬁapnsea offer similer services, afien
... |competing primarily on price. )
En“:ﬁ:“m“ LanicaTens differsntiates via in-house desizn. fast turnaround, and | FEEE
- multi-tech prinfing (screen DTG, vinyT).
- The rivalry iz intense, bat LankaTess” focus on guality and service
provides soomns naffer,




€}, Summary Table

Force Preszuare LankaTees: Position

Thraat of MNaw O
Entramis I Ioderate

Erand and customer hase are sirang but barriers are low,

Supplier Power & Hiczh

ulnerable dus to mpart dependency and faw local

Elah gL
Eiryer Power @) Hizh  |Price-semsitive customers can easily switch.
i O - i — i
Thraat of Substitutes hod Some altermatives exist especially for generic ordars,
Industry Rivalry @ Hizh [Very competitive market, particularly in Colombo.
& Strategic Implications for LankaTees
1. Reduce Supplier Dependency:

o Diverzify local supply hase or develop m-house materizl prep where poszible.
o Bulk purchase agreements to manage forex floctuations.
Strengthen Customer Lovalty:
o Introduce a lovalty program or disconmts for repaat clients (e.g., schools, clubs).
o Offer better online order tracking and artwark archive for easy rearders.
Diigital Differentiatiop-
o Launch a mobile-friendly crder portal or app with a T-shirt designar tool.
o Automste order processms to improve efficiency and scale faster.
Niche Focus and Branding:
o Target premium customner semments (e g., influencers, corporate gifting).
o Build brand ddentity around quality, creativity, and customer care.
Explore Regional and Diaspora Markets:
o Feduoce competition praszure by expanding to Kandy, Galle, and export to S
Lankzms abroad via print-an-demand.
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Propose two (2) eBusiness models to deal with the situation to minimise the forces working on

the company in order to be more competitive in the industry and write down six (6) features and
functionalities to be incorporated in the eBusiness solution.

(9 Marks)

ANSWER IN THIS BOX ‘

1. Direct-to-Customer (D2C) eBusiness Model

5.1 Direct-to-Customer eBusiness Model

| 1 i Tradrmmfﬂus.ﬁnmﬁade!
s Computer .;" 5 ¥
Supplier || Manufactuarer . i - =1 - Cusfomer
p | (eg IBMLHF) |~ .
T A | AT T ———
Supplier | - | New Business Model
(3 . |
Supplier m Sl e — Customer
e i |
Supplier — —
h
F ' Flowof Product
—y
A
[ *| FlowofMoney

\

This model allows LankaTees to sell custom T-shirts directly to customers via an online
platform, cutting out middlemen or distributors.

% How It Supports LankaTees:

Benefit Explanation

Customers can engage directly with LankaTees through a self-

Reduces Buyer Power . . )
service website or mobile app.

Builds Customer Personalized experiences, order history, and lovalty discounts can
Loyalty keep customers coming back.

F.eaches customers bevond Colombo (e.g., rural areas, youth,

Expands Market Reach students, tourists) through online sales.

By eliminating third-party sellers, LankaTees retains full control

I es Margi -
mproves Margins over pricing and profits.

Enhances Brand LankaTees controls the user journey, packaging, promotions, and
Control COMMuNICations.

Enables Upselling & Suggests accessories or matching items duning checkout (e.g., caps,
Cross-Selling hoodies).




2. Supply Chain eBusiness Model (e-SCM)

5.2 Supply Chain eBusiness Model

Supplierl
Supplier2
Supplier3

Manufacturer: Dealers | -Retailers

. |
. Information flow

s v . I

Flow of Product

Flow of Money

This model uses ICT tools to digitally manage the flow of materials, inventory, production,
and delivery, from suppliers to customers.

&2 How It Supports LankaTees:

Benefit

Explanation

Reduces Supplier Power

By digitally managing supply chains, LankaTees can identify
alternate local and international suppliers.

Improves Inventory

Feal-time tracking of materials (e.g., T-shirts, ink, vinyl) avoids

Management overstocking or stockouts.
Speeds Up Order Automating production scheduling and logistics boosts efficiency
Fulfillment and meets tight delivery deadlines.

Minimizes Wastage &
Cost

Dhigital forecasting tools help order the right quantities based on
demand trends.

Enhances Transparency

Order tracking, matenal sourcing, and delivery timelines can be
visible to staff and customers.

Supports Scalability

e-SCM enables smooth expansion to new branches (e.g . Kandy,
Galle) with centralized supply tracking.




@ Strategic Impact on LankaTees

Goal

DIC hModel Impact

e-SCAI Model Impact

Eeduoce Operational

' Dhzital ordars reduce

' Automated scheduling mproves

Bottlenacks= manual paperwork production flow

Fxpand Customer Base .v"' Dnlme store availzkble w" Faster dalivery increazes service
1sland-wide area

Improve Profit Margin: | & Mo third-party cuts w* Efficient stock use lowearz costz

Boozt Customer

s Fast persomalized sarvice

»' BEaliable dalivery and order statuz

Satizfaction updatas
Enahble: Eegional w Femots access to store for |« Centralized 2Ch] helps manags
Expanszion all customers multiple branches

&2 6 Key Features and Functionalities to Incorporate in the eBuzinesz Solution

Feature

Functionality Description

1. Online Cuztom Desizn Tool

Enzbles uzers to create and preview T-zhirt desizns (Jogos,
text, onages) on the wabsite'app.

2. Bulk Order Manapement
System

Allows B2EB clhients to upload bulk orders, set

gquanttieszizes, and recrder easily.

1. Cuostomer Account

Dashboard

Corporate clients and creators can view order history, track
status, and manage their desizns.

4. Dvnamic Pricing & Dizcounts
Module

Applies tiered pricing for larger arders or loval customers
{a.g., schools, WE0=).

3. Real-Time Inventory &
Delivery Tracker

Svnes with stock and delivery platfornms (2.2, Pickids

Flash) to enzure transparency.

6. Multi-langnazge & Mobile

Responsiveness

Supports 3inhala, Tamil, and Englizsh on mobils and dasktop
for wider reach.




2) (a)

Illustrate and briefly describe the characteristics of each of the following eBusiness Models
stating the benefits of the model to the company and the customers.

(i) Full-Service Provider eBusiness Model
(i) Revenue sharing eBusiness Model
(iii)  Global Trade Platform for SMEs
(iv)  The Extended Enterprise
(12 marks)

5.3 Full-Service Provider eBusiness Mode Benefits of this model to the
Company and the Customers

-;»erwjge 8 _ Customers * Has to know a lot about the customer
ﬁ FU;';OS\‘;?;E + Provides own or third-party products
s ) » Offers a wide range of products

Provider2 | N Retailers + Offers different channels
“arine tickets ‘ l]w'l . Interr)et, face-to-face, phone, e‘tc.'

ﬁervlge 5 + Sells its own products+ Commission for

|Frovicer? | third-party products

Car rentals .

+ Some charge customers a service fee
Characteristics & Benefits of the Characteristics 8 Benefits of the

Full-Service Provider eBusiness Model Full-Service Provider eBusiness Model

* Wide Range of Services: Full-Service Providers offer a
diverse range of services to address multiple aspects of
their customers' requirements. These services can
include product development, manufacturing,
distribution, installation, maintenance, repairs, customer

+ Wide Range of Services: Full-Service Providers offer a
diverse range of services to address multiple aspects of
their customers' requirements. These services can
include product development, manufacturing,

distribution, installation, maintenance, repairs, customer support, and more. By offering a comprehensive suite of

support, and more. By offering a comprehensive suite of services, FSPs aim to fulfill the value chain of the

services, FSPs aim to fulfill the value chain of the customer.

customer.

* End-to-End Solutions: FSPs provide complete end-to-

+ End-to-End Solutions: FSPs provide complete end-to- end solutions that cover the entire lifecycle of a product

end solutions that cover the entire lifecycle of a product or service. They handle various stages, from ideation

or service. They handle various stages, from ideation and design to production, delivery, and post-sales

and design to production, delivery, and post-sales support. [

support.

Characteristics 8 Benefits of the
Full-Service Provider eBusiness Model Benefits of this model to the

+ Customization and Flexibility: FSPs often offer Company and the Customers
customized solutions tailored to the specific requirements
of individual customers. They adapt their services to meet  + Simplified Procurement: Customers can procure a

the unique needs of each customer, whether it's comprehensive range of services from a single provider,
developing custom products, implementing specialized reducing the complexity of dealing with multiple
processes, or providing personalized support. vendors or service providers.

+ Enhanced Efficiency: FSPs streamline processes,

+ Expertise and Specialization: FSPs typically have optimize coordination, and eliminate gaps or
expertise and specialization in a particular industry or redundancies in service delivery, leading to improved
domain. They possess in-depth knowledge, skills, and operational efficiency.
experience in the field they serve, allowing them to deliver . Cost Savings: By consolidating various services into a
high-quality services and solutions. This specialization single provider, customers can potentially reduce costs
enables FSPs to understand customer challenges and associated with managing multiple vendors and
provide targeted, industry-specific expertise. coordinating activities.

©3023 g 5
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5.4 Revenue sharing eBusiness Model Benefits of this model to the
Company and the Customers

A .
< i Market/Promote

Untormationflow > W ollbervely * The sellers get together through a Portal
Pl j'—

* They market/ promote products collectively to a
LGl L GIE DS larger market segment

P .
-~ to get larger projects | + Sellers can work on larger projects/orders as they

"\ Order together to get work cqllectlvely ' .
“\ Economies of scale * Collective bulk orders give them bargaining

/ B P N
Company 4 :l — e power over suppliers

* Resources, as well as profits, are shared among

companies
Key Features of the Revenue
Sharing eBusiness Model Key Features of the Revenue
» The revenue sharing eBusiness model, also Sharing eBusiness Model... cont.

known as the revenue sharing model or revenue
sharing partnership, is a business model in '
which two or more entities collaborate and

share the generated revenue based on

predefined terms and agreements.

Collaboration: Multiple entities, such as businesses,
individuals, or organizations, come together to
collaborate and combine their resources, expertise, or
customer base to generate revenue collectively.

Revenue Distribution: The generated revenue is

* This modelinvolves the distribution of revenue distributed among the participating entities based on

among '_fhe particilpating part_ies, typically in agreed-upon criteria. This distribution can be
proportion to their contribution or as per the proportional to the contribution of each party or may
agreed-upon terms. follow specific terms and conditions established in the

partnership agreement.

©3022 + LuarrireCoree, 210

Key Features of the Revenue
Sharing eBusiness Model... cont.

Shared Risk and Reward: The participating entities

Revenue sharing eBusiness models are
commonly found in various industries

share both the risks and rewards associated with the - Affiliate Marketing: In affiliate marketing, a business
business venture. This ensures that each entity has a (merchant) shares a portion of the revenue with affiliates
stake in the success of the partnership and is motivated ~ Who promote and drive sales for their products or

to work towards achieving common objectives. services. Affiliates earn a commission based on the sales

they generate through their referral links.
Value-Added Synergy: The revenue sharing model

allows entities to leverage each other's strengths, - Online Advertising Networks: Advertising networks,
resources, or customer base to create synergies that such as ad networks or ad-sharing platforms, enable
contribute to overall revenue growth. By combining website owners or content creators to earn revenue by
complementary offerings or capabilities, the partnership  displaying ads on their platforms. The revenue

can create unique value propositions and capture new generated from ad impressions or clicks is shared
market opportunities. between the platform and the content creators.

62023 0 earing o 03C
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5.6 Global Trade Platform for SMEs A Global Trade Platform for SMEs.

Export
Companics

P

EASYTRADE

PLATFORM

ﬁ [ —

Logistic <8 —® - Rating
Logtic Companics
Comparics L .

/. .\--..___

Defined

eb interfaces Value chain modsl %
. be:

Agents | Conmpanics -

Companics Expeits

Service Providers Customers Service Providers

© 2021 aaring o 05

A Global Trade Platform for SMEs. cont.

Key features and functionalities of a Global Trade Platform
for SMEs :

» Business Matching: The platform uses algorithms and
data analytics to match SMEs with suitable trading
partners based on their product/service offerings, market
preferences, and other relevant criteria. This facilitates the
identification of potential buyers or suppliers in different
countries.

* Product Listings and Showcasing: SMEs can create
online profiles and list their products or services on the
platform. They can provide detailed information, images,
and specifications to showcase their offerings to potential
customers globally.

A Global Trade Platform for SMEs. Cont.

+ Market Intelligence: A Global Trade Platform for SMEs
may provide market intelligence and insights to help
SMEs understand global market trends, consumer
behavior, and regulatory changes. This information
enables SMEs to make informed decisions and adapt
their strategies accordingly.

« Financial Services: Some platforms may offer access to
financial services like trade financing, export credit
insurance, and payment solutions to facilitate secure and
efficient financial transactions between SMEs and their
global partners.

A Global Trade Platform for SMEs. Cont.

Cont.

A Global Trade Platform for Small and Medium
Enterprises (SMEs) is an online platform that
facilitates international trade and business
transactions for SMEs across borders.

It serves as a digital marketplace, connecting
SMEs with potential buyers, suppliers, and
service providers from around the world. The
platform provides a range of tools, resources, and
services to simplify and streamline global trade
processes for SMEs.

2021 e lnarirg Ceren I

Communication and Collaboration: The platform
enables secure and efficient communication between
SMEs and their trading partners. It may provide features
like messaging systems, video conferencing, and
document sharing to facilitate negotiations, inquiries, and
collaboration.

Trade Facilitation: The platform may offer tools and
services to support trade facilitation activities such as
customs documentation, logistics and shipping
coordination, payment processing, and compliance with
international trade regulations. This helps SMEs navigate
the complexities of cross-border trade more easily.

Global Trade Platform for SMEs. Cont.

Market Intelligence: A Global Trade Platform for SMEs
may provide market intelligence and insights to help
SMEs understand global market trends, consumer
behavior, and regulatory changes. This information
enables SMEs to make informed decisions and adapt
their strategies accordingly.

Financial Services: Some platforms may offer access to
financial services like trade financing, export credit
insurance, and payment solutions to facilitate secure and
efficient financial transactions between SMEs and their

global partners.
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The Extended Enterprise
- Collaborating to Win
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The Extended Enterprise ....Cont.

Key characteristics and components of the Extended Enterprise
include:

+ Collaboration: The Extended Enterprise promotes
collaboration and partnerships between an organization and
external entities. It involves sharing information, resources,
and expertise to achieve common objectives and create value
for all participants.

+ Supply Chain Integration: The concept recognizes the
importance of integrating suppliers, distributors, and logistics
partners into the organization's value chain. Effective supply
chain management and coordination enable a seamless flow of
materials, information, and services across the network.

The Extended Enterprise ....Cont.

« Risk Management: The Extended Enterprise recognizes
the need for effective risk management across the
network. Organizations must assess and mitigate risks
associated with their external relationships, such as
supply chain disruptions, cybersecurity threats, and
regulatory compliance.

* Value Co-creation: The concept emphasizes that value
is not created solely by the organization itself but
through collaborative efforts with external stakeholders.
The Extended Enterprise encourages the co-creation of
value by leveraging the complementary strengths,
capabilities, and resources of all participants.

Benefits of The Extended Enterprise ....Cont.

+ Enhanced Innovation: Partnering with external entities
brings diverse perspectives, ideas, and approaches to the
table, fostering a culture of innovation. By engaging in
collaborative research and development efforts,
organizations can leverage the collective creativity and
expertise of the extended enterprise network to drive
innovation, develop new products or services, and stay
ahead of the competition.

+ Cost Optimization: The extended enterprise can help
organizations optimize costs by leveraging external
resources and capabilities. By collaborating with suppliers,
outsourcing non-core functions, or sharing resources with
partners, organizations can reduce operational costs,

achieve economies of scale, 8 improve cost efficiency. I

©2023 - taamirgcorn s

The Extended Enterprise

The Extended Enterprise refers to the expansion of an
organization's business activities and relationships beyond its
traditional boundaries. It involves collaboration, integration, and
coordination with external stakeholders, such as suppliers,
customers, partners, distributors, and other entities, to create a
networked ecosystem that collectively works towards shared
goals.

In the context of the Extended Enterprise, organizations recognize
that their success is not solely dependent on internal operations
but also on the capabilities, resources, and contributions of
external entities. It emphasizes the notion that an organization's
value chain extends beyond its own boundaries and encompasses
the entire network of relationships it has with external parties.

02007 e Lesrmira e 5

The Extended Enterprise ....Cont.

+ Customer Engagement: The Extended Enterprise
focuses on actively involving customers and
understanding their needs, preferences, and feedback.
This allows organizations to tailor their products,
services, and experiences to meet customer
expectations and enhance customer satisfaction.

+ Technology Enablement: Technology plays a vital role
in enabling and supporting the Extended Enterprise.
Digital platforms, data sharing, cloud computing, and
other technologies facilitate seamless communication,
collaboration, and integration among various entities
within the network.

Benefits of The Extended Enterprise

« Access to Specialized Expertise: By collaborating with
external partners, organizations can tap into specialized
expertise and knowledge that may not be available
internally. This allows them to leverage the skills and
capabilities of external entities to enhance their own
operations, innovation, and problem-solving
capabilities.

« Increased Agility and Flexibility: The extended
enterprise promotes agility by enabling organizations to
quickly adapt and respond to market changes. Through
collaboration with external partners, organizations can
access additional resources, technologies, and market
insights, allowing them to pivot strategies, scale
operations, and enter_new markets more efficiently.

Benefits of The Extended Enterprise ...cont.

+ Improved Customer Satisfaction: Engaging external
stakeholders, including customers, in the extended
enterprise ecosystem enables organizations to gain a
deeper understanding of customer needs and preferences.
By actively involving customers in product development,
service design, and feedback processes, organizations can
enhance customer satisfaction, loyalty, and retention.

* Risk Mitigation and Resilience: The extended enterprise
approach allows organizations to distribute risks across the
networlk. By diversifying suppliers, collaborating on risk
management strategies, & sharing resources, organizations
can mitigate the impact of supply chain disruptions,
regulatory changes, or other risks. This enhances
organizational resilience ensuring business continuity.

©2027 ey i 5
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(b) | Compare and contrast Business Process Reengineering (BPR) and eTransformation.
(6 Marks)
Buziness Proces: Reengineering .
Azpect elranzformation,
P (BPR)
A md“fﬂn r;d:f __“fd':_:’“ hﬁ"fm‘m A holistic shift from traditional
Definition me';if;m ].n‘lit “m]. oo coruicg |Pusiness to digital-enabled business
or speed. i ‘Juzing ICT at all levels.
Enfire busines: medel, meluding
Focuz Internal businezs processes customer interaction, operations,
strategy, and culfura
Procesz-centered; redezign from Technology-centered; infegrates ICT
Approach serateh or sigmificantly rastructurs to transform how the business
exizting processes fimections and delivers valus
Entire organization inchoding
Scope Spacific workflows or departments marketing, operations, customer
service, and supply chains
Trigger for Operational inefficiancies, lugh cost, Heed.fn.r digital c-:-m]:-etmtraue_a.s,
Action or slow perfo e mnovation, customer expectations, or
chanping market demnands
Technology Mot always technology-driven, but Highlyv technology-drrven (e.z., cloud,
Involvement |can mvelve automation eCommerce, mobile appe, AL atc)
Change Eadical change, often dizruptive m the |Evolutionary or revelutionary changs
Intensity short term depending on strategy
Employes Liay be top-dovm with spacific Imvolves cultural change and
Involvement [radesizn zoals orgamization-wide participation
Eeengineering manual order Tim_u;fn £ mem :
Example processing to a fally automated digital-first appars] busmaszs with
LankaTeesz) standar ].‘ 1 workflomr i onlme ordermg, CEM, and POD
platform
B Key Similarities
Similarity Explanation
) Both aim to bnng major improvements to performance,
Change-Oriented efficiency, or agihity.
Strategic in Nature Both are long-term immfiatves, not quick fixes.
Involve Kedesizn of How Work iz |Whether proceszez (BPE) or entirs buzinezs models
Done {(eTransfrmation).
May Reguire Culiural & Emplovess must adapt to new tools, roles, or mindsats 1

Structural Change

both approaches.
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Describe an application where Information and Communication Technology (ICT) could be
effectively used in the Agricultural Sector in Sri Lanka to solve a problem. Briefly discuss the
following in your answer:

i. The problem being addressed
ii. The eBusiness solution proposed
ili. The challenges and benefits of the proposed solution
(7 Marks)

ANSWER IN THIS BOX

ari Lanka's agriculture sector faces several recurrmg problems:

Issue Description

Farmers often rely on word of mouth or outdated practices without

Lack of Timely Information sxpert advice.

Middlemen dominate pricing; farmers earn less due to limited direct

Poor Market Access .
z=lling.

Crop Losses from Climate

Events Unpradictable rains or droughts affect crop planning and yield.

Low Productivity Use of incorrect fertilizers or seeds due to lack of knowledge.

Thesa problems mosthy affect smallholder farmers, whe form the majority m 5n Lanka

& ii. The eBusiness Solution Proposed

"AeriConnect 5ri Lanka" — 2 mobile and web-bazed platform offering farmers access to
expert advice, market prices, weather forecasts, and a virtnal frading markatplace.

LT r b ey g
g KEY FEaTLres’

1. Real-time Weather Alerts
o Early warnimgs for drought, floods, or ideal planting windows.
2. Crop & Pezt Advizory
o Al-bazed crop diagnosis with image uploads and chat support from agriculiure
officers.
3. Digital Marketplace
o Dhract farmer-to-consumer or farmer-to-retailer trading to bypaszs middlemsan.
4. Price Dazhboard
o Daily price updates for vegetables, prams, and frmts m regional markets.
Fertilizer & Seed Recommendations
o Tallored gmdance based on crop fype, seazon, and =oil region.
6. Multilingnal Support
o Awvailable m Smmhala, Tamil, and English for inclusreaty.

L

14




@ 1. Challenges and Benefits of the Proposed Solution

B challenges
Cchallenge Description
Digital Literacy Gap many rural farmers are not familiar with smartphones or digital tools.

Internet Connectivity

— some remote villages may lack stable 4G or mobile data access.

Trust in Technology Farmers may prefer raditional advice from peers or local traders.

Flatform development and outreach reguire government or private

Initial Development Costs |.
investment.

Benefit Description

Empowers Smallhalder

|increases acoess to expert information and fair pricing.
Farmers

Reduces Crop Waste & Loss |Real-time weather and pest alerts help reduce risks.

Increases Farmer Income [pirect selling improves profit margins by removing intermediaries.
Boosts Productivity scientific planting and fertilizer usage improve yield per acre.
National Food Security |Helps stabilize food supply through data-driven planning.

s zeregated platform data can inform agricultural policy and
Isuhsidies.

Builds Data for Policymakers

"ArriCoonect Sri Lanka"™ demonstrates how ICT can transform traditional farming mto a
data-driven, market-aware, and suztainable system. Whils challenzes exist, espacially with
adoption and infrastructure, the long-term benafits can significanthy uplift the rural economy and
enhance nationzl food resiliance.
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3) (@)

(b)

(©)

Define the term "Synchronous Massive Online Courses”.

(04 Marks)

ANSWER IN THIS BOX

o A course offered online to a large number of students

o All students must be “present” online at the same time due to reasons such as
= live streaming
= virtual group activities

o The number of students is unlimited

List down six (06) major types of activities available in Moodle.
(06 marks)

ANSWER IN THIS BOX

Assignments
BigBlueButton
Chat

Choice
Database
Feedback
Forum
Glossary

. H5P activity
10.Lesson
11.(LTI) External tool
12.Quiz
13.SCORM
14.Survey
15.Wiki
16.Workshop

CONOORWN =

Suppose, you are a new manager at a large tech company. The workplace has two distinct
departments: software development and marketing. You notice that employees from each
department tend to stick with their own groups during meetings, lunch breaks, and team-building
events. Developers often describe marketers as “disorganized” and “too emotional,” while
marketers describe developers as “antisocial” and “overly technical.” This behavior is causing
friction and poor collaboration between the departments.

16




() Using Social Identity Theory, explain how employees’ behaviors demonstrate social
categorization, social identification, and social comparison.
(06 Marks)

ANSWER IN THIS BOX

i Social Categorization_

Employees are dividing themselves into groups based on their
departments—developers and marketers. This categorization simplifies
social interactions by assigning people into clearly defined roles and
identities.

1. Social Identification;
Individuals begin to adopt the identity and norms of their own group. For
example, developers might see themselves as logical, focused, and
technical, while marketers might see themselves as creative and
expressive. This leads them to align their behavior with what 1s expected
in their group.

1. Social Comparison;
Each group begins to compare itself with the other to maintain or enhance
self-esteem. Developers view marketers negatively (" disorganized,” “too
emotional”), and marketers do the same for developers (“antisocial,”
“overly technical™). These negative compansons help each group feel
superior, remforcing group identity but also contributing to conflict.

(i) What are the in-groups and out-groups in this case for developers?
(02 Marks)

ANSWER IN THIS BOX

e For developers:

o In-group: Developers
o Out-group: Marketers
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(d)

(€)

Assume that you are a digital marketing strategist managing an ad campaign for a new online
clothing store. The client has allocated a fixed amount of $1,000 to be spent over a 20-day
promotional period, with specific goals for reach and engagement. They do not plan to increase
or decrease the budget during this time and want to ensure the budget is distributed optimally
over the entire campaign duration without daily manual adjustments.

Based on the client’s requirements, which Facebook ad budget type would be most appropriate
for the above scenario? Justify your answer.

(04 Marks)

ANSWER IN THIS BOX

Lifetime Budget (2)
* This refers to the total amount of money you are willing to spend on a specific
ad campaign over its entire duration.
* Best if you do not want to exceed a certain amount of overall spending and have
flexibility on how much you want to spend each day.
* Facebook will spend more on days where there are better opportunities.

® Therefore you might not get consistent results over the lifetime of your ads
campaign but you have more control over your overall spending. (2)

List down three (03) Types of ads supported on Instagram.
(03 Marks)

ANSWER IN THIS BOX

Image ads
Story ads
Video ads
Carousel ads
Collection ads
Explore ads
Shopping ads

W@ "0 an T

Reels ads
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4) (@)

In supply chain management, there are two main ways that companies plan how products are
ordered, made, and delivered. These two approaches are used in different situations depending
on things like customer demand, how long it takes to make products, and what the business wants
to achieve. Knowing the differences between these approaches can help companies work more
efficiently, save money, and keep customers happy.

Answer the following questions about the two supply chain approaches described above:

(i) Identify and briefly describe the two primary models used in supply chain management.

(04 Marks)

ANSWER IN THIS BOX

Push Supply Chain Model
This model is based on forecasting future demand and producing
products to fulfill future demand. The products are pushed through the
supply chain towards the customer

Pull Supply Chain Model
This model is based on customers’ demand. Products are produced in
response to customer orders, and the flow of goods is "pulled” toward
the customer through the supply chain

(i) What is the main goal or purpose of each model provided for the question 4 (a) (i) ?

(02 Marks)

ANSWER IN THIS BOX

Push Supply Chain Model- The aim of this model is to optimize the production
process for cost and efficiency.

Pull Supply Chain Model- The aim of this model is to enhance product and
service quality
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(b)

(iii) List down two (02) key features of each approach.

(04 Marks)

ANSWER IN THIS BOX
Pull Supply Chain Model

Manufacturer-led new product development

Poor data integration through limited use of technology
Long cycle and response times

High inventory levels

Pull Supply Chain Model
Market research-driven
The technology used to achieve research and data integration
Short cycle and response times
Low inventory levels,

Briefly explain three (03) customer extension techniques for CRM that are particularly important
to e-Businesses.

(06 Marks)

ANSWER IN THIS BOX

e Re-sell - Selling similar products to existing customers —
particularly important in some B2B contexts as re-buys or
modified re-buys.

e Cross-sell - Sell additional products which may be closely
related to the original purchase.

e Up-sell - A subset of cross-selling, but in this case, selling
more expensive products.

e Reactivation - Customers who have not purchased for some
time, or have lapsed, can be encouraged to purchase again.

o Referrals - Generating sales from recommendations from
existing customers e aeire e
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(©)

(d)

Assume that, you are a digital marketing intern at an e-commerce company that wants to launch
an online advertising campaign. The marketing team has selected “App promotion” as the
campaign goal because the company recently launched a new mobile shopping app. Using this
scenario, which ad format would be the most suitable for this campaign goal? Explain why.

(03 Marks)

ANSWER IN THIS BOX

The most suitable ad format is App promotion ads.

Reason: Since the campaign goal is to drive app downloads and engagement,
app promotion ads are specifically designed for this purpose. They help users
discover the app and encourage them to install or interact with it directly from

the ad.

List down three (03) examples of cryptocurrency exchanges.
(03 Marks)

ANSWER IN THIS BOX

Binance

B

R R et

a
b
c. Kraken
d
e

Bybit
Crypto.com Exchange
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(€)

Assume that, you are working with a client who owns a popular news website and has recently
launched a mobile news app. The client is interested in earning money by showing ads to app
users. However, they are not sure which Google platform to use for each type of content. If the
client wants to display ads on their mobile app, which Google platform should they use? Justify
your answer.

(03 Marks)

ANSWER IN THIS BOX

Google AdMob - since is a mobile advertising platform where app developers can

banner ads, interstitial ads, and reward ads.

*kkhkhkhhhhkkkkkkiik
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